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尤以铁观音 为出名。20 世纪 90 年代以前，由于缺乏品牌意识，茶叶产业并没
有支撑起安溪县经济发展，其结果是安溪国民经济发展非常缓慢，连续多年成
为“国家级贫困县”。这个阶段，可以称为安溪茶叶“有品名无品牌”的阶段。 












































    Anxi tea production has a long history, began in the Late Tang Dynasty, 
developed in the Ming and Qing Dynasties, and thrived in the contemporary era. Anxi 
abounds with Oolong tea. The most famous tea is Tieh-Kuan-Yinn in Anxi. Before 
the 1990s, due to the lack of brand awareness, the tea industry can not support Anxi's 
national economy development. The result is Anxi's national economy development 
has been very slow and become a "national-level poverty-stricken counties” for many 
years. This stage can be called "Name but no Brand stage".  
    Since the 1990s, Anxi County, Anxi tea traders and farmers, are aware of the 
importance of brands, and  establish Anxi tea brands gradually, thus boosting the 
Anxi's national economic development. Anxi’s  county economy is one of top 100 
fundamental competitiveness counties because of tea industry. This stage can be 
called the Anxi tea "Brand shaping stage".  
    Of course, the brand shaping is endless, so the paper puts forward the 
corresponding proposal according to Anxi tea industry problems to help Anxi tea 
industry achieve greater development.  
    The paper cites the latest brand success chain theory, analyzes systematically 
two stages of Anxi tea industry in-depth. Then we can get the conclusion how Anxi 
tea industry transmitted from "Name but no Brand stage" to "Brand shaping stage" By 
comparison. 
    By comparison we can come to the conclusion: only by constantly shaping Anxi 
tea brands, so can we expand the influence of the Anxi tea, enhance Anxi tea 
competitiveness, and ultimately promote Anxi's national economic development.  
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值 147.9 亿元，财政收入 12 亿元；全县涉茶人口 70 多万，涉茶行业总产值 50







下安溪茶叶的品牌之路，看看安溪茶叶 20 世纪 90 年代以前如何经历“有品名
无品牌”的困窘，20 世纪 90 年代以后又是如何通过品牌打造了安溪的“名片”。 
本文立足于安溪茶叶的品牌之路，将安溪茶叶的品牌之路分成两个阶段：
20 世纪 90 年代以前和 20 世纪 90 年代以后，重点从包装、产品、价值、活动、
终端、管理等方面对比了两个阶段安溪茶叶的不同做法，通过分析比较更好地
说明了安溪茶叶只有走品牌之路，才能切切实实“茶叶富民”，从而推动安溪县






























    本文在内容上的安排如下： 




    2、分析安溪茶叶 20 世纪 90 年代以前“有品名无品牌”阶段所存在的问题，
重点从包装、产品、价值、活动、终端、管理等方面分析该阶段所存在的问题。 
    3、介绍品牌的相关理论，重点介绍符合安溪茶叶品牌塑造的“品牌成功链”
理论，指出创建安溪铁观音茶叶品牌的意义。 
    4、分析安溪茶叶 20 世纪 90 年代以后实施品牌战略的措施，重点从包装、
产品、价值、活动、终端、管理等方面突出体现安溪茶叶实施品牌战略的措施。 
5、提出安溪茶叶未来实施品牌战略的建议。 
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